Several authors Dorčák and Pollák (2010) , , Delina and Vajda (2006) , Blažková (2005) , Janouch (2010) further argue that the difference between e-business and e-commerce is as follows: e-commerce is part of ebusiness as such, while e-business is a broad portfolio of activities associated with the business. It is basically carrying out business transaction, or realizing any processes related to business or business management with the use of ICT. E-commerce focuses mainly on activities related to trading, namely purchasing, selling or providing support via customer service centres over the Internet (Kaplan and Zrník, 2007) .
Selected types of e-business models -B2C: This model of connection within ebusiness is, in general, often a direct connection of companies, firms or organizations with their customers (Spiller & Baier, 2009 ). Integration of ICT strategy, quality strategy, and strategy for the business itself is essential within this model. By this, taking advantage of all the benefits that the B2C model offers to organizations can be ultimately be achieved (Suchánek, 2007) . According to Delina and Vajda (2006) the most important benefits include the opportunity to carry out business (depending on whether it is e-business, or directly e-commerce) internationally within the global market, shortening the time required on reactions in the process of provider-customer communication, and, last but not least, a more precise targeting on target customers through a more thorough segmentation of customer markets. The world's top players on the B2C market include the Internet giant Amazon.com and its global subsidiaries such as Amazon.co.uk, Amazon.ca etc (Sernovitz, 2009) , (Pelsmacker, et al., 2003) , (Procházka, 2010) . Finally, the B2C market is in recent years also greatly influenced by the American company Apple via its iTunes interface.
The actual e-commerce (sales and purchases) as an integral part of e-business through the B2C model involves strategies and processes, but also actual solutions, allowing mutual organization-customer connection (Kotler and Keller, 2007) . This connection offers a wide range of benefits not only for customers in the form of increased comfort, but also for organizations in the form of valuable information, which are suitable for subsequent analysis (Vajda and Delina, 2006) , (Frey, 2011 ), (Chafey, 2009 , (Delina and Tkáč, 2010) .
The essence of this article is to present selected possibilities of utilising these information.
METHODOLOGY
The very issue of the possibility of effective use of ICT to support business is extensive. ICT help businesses in different forms. For the purposes of this analysis we set the main objective to point out how it is possible to use the selected e-business applications within the real business environment of SMEs operating in the Central European market. This objective can be decomposed as follows: Based on the information from mutual organization-organization B2B connection (in this case, publisher and distributor) within e-business applications, the objective was then to show benefits of this connection for the organization itself on a specific example.
Characteristics of the research object: The research object is a real company (hereinafter referred to as "organization") from the SMEs environment operating on the Central European market. The research subject is the use of selected ebusiness applications within this organization and within selected specific product.
For the purposes of the analysis the specific product is a monograph entitled Marketing and e-Business (Dorčák and Pollák, 2010) . In this case, the selected organization was the publisher of the above monograph.
The main objective will be subjected to statistical testing as follows:
Based on the sales data of the monograph obtained from the EDI interface within publisher-distributor e-business communication, and the data from the analytic interface for websites -Google Analytics -we will attempt to determine the effect of the sales of monograph on traffic of the supporting website, which provides "bonus" content to customers within authorisation zone. The supporting website www.iuniverzita.sk also offered information on the monograph for potential customers. (It should be noted that this analysis is only one of many that can be examined within the B2C connection based on the collected primary information.)
Within this objective the following statistical hypothesis H0 was set: There is no statistically significant correlation between the sales of the monograph and the total traffic of the supported (promotional) website.
In contrast, the following alternative hypothesis H1 was set: There is a statistically significant correlation between the sales of the monograph and the total traffic of the supported (promotional) website.
Research sample: The research sample consisted of potential as well as real customers of the given organization. Taking the nature of the product into consideration, i.e. monograph dealing with modern marketing in the Internet environment, the basic set -"segment" -can be specified as follows:
• People in productive age
• People using the Internet (Internet visitors, users)
• People with secondary and higher education
• People employed or interested in ICT and marketing in general
• In general, people speaking Slovak
Within the analysis 105 units of the given monograph sold (the number can be interpreted as the number of actual customers) and 330 supporting website (www.iuniverzita.sk) visitors (this figure may be interpreted as a "sample", i.e. the number of actual and potential customers, i.e. users of the supporting website) were dealt with.
Methods of assessment: The main scientific methods within the research were analysis and synthesis. Statistical programs Statistica by Statsoft and Matematica 6.0 were used for the results assessment, while MS Excel, part of the MS Office 2007 Suite, was used for research results processing.
Statistical methods used: Due to the nature of the research as well as the sample size and number of observations, nonparametric tests were chosen as statistical methods. More specifically, Spearman's rank correlation coefficient.
EVALUATION AND DISCUSSION
Based on the sales data of the monograph obtained from the EDI interface within publisher-distributor e-business communication, and the data from the analytic interface for websites -Google Analytics -we carried out analysis of the effect of the sales of the monograph on traffic of the supporting website, which provided "bonus" content to customers within authorisation zone. The supporting website www.iuniverzita.sk also offered information on the monograph for potential customers.
The following two statistical hypotheses were set out in connection with our objective:
Hypothesis H0: There is no statistically significant correlation between the sales of the monograph and the total traffic of the supported (promotional) website.
We also set out an alternative hypothesis H1: There is a statistically significant correlation between the sales of the monograph and the total traffic of the supported (promotional) website.
To verify statistical hypotheses a nonparametric test, namely the Spearma'n coefficient was used.
In the first step sequence tables for dependent and independent variables were created. Since 0.603458 <3.25 = t 0, 995 (9) we do not reject H0 at significance level of α = 0.01, thus we can conclude that there is no statistically significant correlation between the sales of monograph and the total traffic of the supporting (promotional) website.
At the same time, the alternative hypothesis H1 (the significance level of α = 0.01) there is a statistically significant correlation between the sales of the monograph and the total traffic of the supported (promotional) website cannot be confirmed. We noted a weak positive correlation on the significance level of α = 0.01 between those variables, but this is not a statistically significant correlation.
Although, based on data from B2B and B2C interface, we failed to confirm the validity of the alternative hypothesis H1 and that fact, that there is a statistically significant correlation between the sales of monograph and the total traffic of the supporting (promotional) website, we have identified and then showed the real benefits of selected e-business applications, in this case EDI (as a B2B communication channel) and the supporting website (as a B2C communication channel) for this specific case, in terms of acquiring valuable information for subsequent analysis in order to gain a competitive advantage.
CONCLUSION
It is possible to argue that ability of a company to attract and then retain customers is dependent on the ability to create high quality innovative products and services. Differentiate from the competition is often crucial in terms of the very survival of companies on the market. Nowadays, it is nothing unusual to import almost any product from countries benefiting from significant savings. Efficiency is a significant competitive advantage with regard to local competitors in the battle for customer. Being more effective than a competitor is not only matter of low prices of inputs, but also the matter of responsible management of other non-financial resources, such as time and the pressure on the quality of products and processes. Efficient use of resources based on more effective and transparent communication processes is just one of the benefits of using ebusiness applications and ICT in general. Mutual interactive connection of communicating parties also brings benefits in terms of providing important information needed for effective business, even in real time. Analysis of these information may provide a significant competitive advantage in terms of better understanding of factors affecting business. This can have a positive impact on the effectiveness of SMEs, as such.
